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Microblog, the representative software of social communication of Web 2.0, is 
becoming the exchange center of the new version of the Internet. Users, through the 
platform of microblog, can share their information. And the information they share, 
like records of moods or news reports, is controllable and well targeted and very 
efficient in transmission. 
This thesis argues that microblog, the latest communication tool, is changing the 
way that we contact with people and extending the communication scope that it offers, 
and it has greatly changed our life and enables the transformation of the society to go 
from global village to global community. It empowers each of its users to be a 
message center, and the users can give out information and interact with others, and 
thus it satisfies human’s desire of message transmission. And its appearance and 
application, not only brings about an unprecedented information revolution, but also 
exerts considerable effects on the traditional classical transmission theories. 
Microblog is essential in enterprise marketing. Firstly, it is the mouth of word of 
the corporation. By providing opportunities to communicate directly with its clients, 
microblog helps its users create and promote corporate images, enhance mutual 
understanding and trust, and thus attracts public praise through the network of its 
clients. Secondly, it is the interactive platform of its users. Not only can microblog 
help build network of its clients, but it can create a powerful platform of interaction 
by relating the net company with its management system. Twitter, as a forerunner of 
microblog, has been widely used in enterprise marketing in foreign countries. Yet 
marketing through microblog in China has just started, and it can only be a 
supplement to traditional marketing strategies. 
While microblog, as the application of new media of web 2.0, has been developing 
very rapidly. But some problems, such as profit model, government regulation, loyalty 
of the microblog users, and the fineness of the content of the microblog, have also been 
revealed during the process. How to deal with these problems has become a prerequisite 
for the constant development of the Mircoblog and the realization of business value, 
towards which everyone expects to contribute his or her efforts. 
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在刚刚过去的 2009 年，微博是当之无愧的互联网明星，截至到 2010 年 4 月
14 日，微博的先驱 Twitter 的全球用户已经达到了 1.05 亿[1]，实现了爆发式的增
































































国外权威网站 Wisegeek 对微博的定义是：Microblogging is a networking 
service that allows mobile users of cell phones and other Internet connected devices to 
stay abreast of activities within a group by receiving frequent published updates, 
typically of 140 characters or less. Text messages are uploaded to a microblogging 
service such as Twitter, Jaiku and others, and then distributed to group members. All 
parties subscribed in the targeted group are instantly notified of the microblog, 
enabling groups to keep tabs on one another’s activities in real time. A Microblog can 
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